Because of online shopping characterized by facelessness and intangibility, consumers are often reluctant to engage in any forms of online transactions (Grabner-Kräuter & Kaluscha, 2003) . Accordingly, trust has played a significant role and been considered as a consumers' essential condition to engage in E-commerce. The key objective of this study is to examine the role of trust in Vietnamese consumers' intention to use online shopping through empirically testing the integrated model of trust perspectives which are technology beliefs, trusting beliefs (consumers' trust in online shopping) and subjective norm beliefs. The result of this study indicates that 64.2% variance of consumers' intention to use online shopping is explained by technology beliefs, trusting beliefs and subjective norm beliefs among which, technology beliefs (typically is perceived usefulness) is the strongest influencing factor and is followed by trusting beliefs (typically is integrity of online vendor). Notably, this study also admits the role of subjective norm beliefs and their impact on Vietnamese consumers' intention to shop online. The findings of this study are noteworthy for both researchers and practitioners because of its contribution to theoretical and empirical perspectives.
Introduction
E-commerce has been proliferating rapidly all around the world and positively known as a new form of business, in which the sale of products and services are performed over the Internet. E-commerce, which is typicalized by online shopping, enables consumers to shop or do transactions 24 hours a day, all year around from almost any locations. It also provides consumers more choices and allows them to have quick comparisons. Moreover, it allows consumers to interact, exchange ideas, and compare experiences with other customers in the electronic communities (Ahn, Ryu et al., 2004) . As a result, e-commerce landscape has gradually been characterized by very high competition and the marketplace is changing at a very dynamic pace where online consumers are increasingly looking for enjoyment and excitement in their shopping experience (Jayawardhena & Wright 2009 ).
Nevertheless, differing from traditional brick and mortar environment where transactions are made mainly based on personal relationships and face-to-face interactions between the consumer and the merchant, online shopping characterized by facelessness and intangibility is plagued with a host of concerns such as uncertainty, anonymity, lack of control and potential opportunism which could result in consumers' reluctance to engage in any forms of online transactions (Grabner-Kräuter & Kaluscha, 2003) . Many evidences suggested that consumers often exchange hesitatingly with online vendors due to their uncertainty of the partner's behavior or their awareness of the risk of stolen personal information. Hence, trust has been considered as a consumers' essential condition to engage in E-commerce. Trust has played a central role in helping consumers overcome the perceived risk and security in online shopping. Furthermore, trust makes consumers share comfortably their personal information, make transactions and act follow the supplier's advices all of which are considered as the essential actions for consumers to adopt e-commerce widely (McKnight et al., 2002) . It can be seen that success of an online business firm mainly rests on many factors among which trust is one of the most important contributors.
how the role of trust affects Vietnamese consumers' intention to adopt online shopping. Specifically, based on the integrated model of trust perspectives which are technology beliefs, consumers' trust in online shopping (trusting beliefs), and subjective norm beliefs, this study tries to explain how Vietnamese consumers' intention to adopt online shopping is affected by trust. The effect of the predictors can be interpreted as the reasons why consumers intend to shop online.
We expect that this study will present important theoretical and practical contributions. Theoretically, we develop an integrated model of consumer trust in Internet shopping by synthesizing three different theoretical perspectives which are technology, business and social norm. Furthermore, the scales developed will provide a useful tool, enabling better understanding of Vietnamese shoppers' current and potential future shopping behavior in the online environment. Practically, it is expected that we will identify the important factors of trust affecting Vietnamese consumers' intention to online shopping adoption. The results provide Internet vendors some guidelines to build Vietnamese consumers' trust and enhance the exchanging relationships with Internet shoppers.
Theoretical Foundation
The study's theoretical foundation is based on several prominent theories that address online shopping adoption and the role of trust in consumers' acceptance to the use of purchasing via the Internet.
To clarify the role of Vietnamese consumers' trust in adopting online shopping, this paper used the combination of three theories including Technology acceptance model (TAM), customer trust in online shopping and social norm (Davis, 1989; Venkatesh & Davis 2000; Venkatesh & Morris, 2000; Gefen et al., 2003; Holsapple & Sasidharan, 2005) as a useful theoretical foundation to explain the aspects of Vietnamese consumers' beliefs affecting their behavioral intention to engage in online shopping. In the framework of this theory, "online shopping" is defined as consumers' use of online stores from the stage of purchase to logistics. Theoretically, the proposed concepts of trust in the above model are understood as follows.
The Technology Acceptance Model (TAM)
TAM proposes that two beliefs (technology beliefs) about a new technology, perceived usefulness and perceived ease of use, determine a person's attitude toward using that technology, which in turn determines their intention to use it. Perceived usefulness (PU) is the degree to which one believes that using the technology will enhance his/her performance. Perceived ease of use (PEOU) is the degree to which one believes that using the technology will be free of effort (Davis 1989) . In some previous researches on E-commerce (Venkatesh and Davis 2000; Venkatesh, Morris et al. 2003; Ha and Stoel 2009) , TAM provides a useful foundation for research investigating consumer acceptance of online shopping.
Consumers' Trust in Online Shopping (Trusting Beliefs)
Consumers' trust in online shopping can be interpreted as trust in a specific object such as trust in e-commerce or trust in online vendor. According to McKnight et al. (2001) : "Trusting beliefs mean one believes (and feels confident in believing) that the other person has one or more traits desirable to one in a situation in which negative consequences are possible". Trusting beliefs can be seen as reliability and trustworthiness of the e-vendors supplying products or services. Some previous studies have used most often three trusting beliefs as antecedents of consumers' trust in online vendor: competence (ability of the trustee to do what the truster needs), benevolence (trustee caring and motivation to act in the truster's interests), and integrity (trustee honesty and promise keeping) (McKnight et al., 2002) 
Social Norm Beliefs
Social influence has been considered as a significant antecedent of behavior intention to use an innovation (Venkatesh et al. 2003) . It is conceptualized in terms of the social pressure that individual's perception from referent important others to do or not to do a behavior (social norm beliefs). In another words, social influence inspired by subjective norm (SN) defining as "the degree to which an individual believes that people who are important to her/him think she/he should perform the behavior in question" (Venkatesh & Morris 2000) . Subjective norm is a function of normative beliefs and is determined by social norm beliefs about the extent to which significant referents want them to approve a behavior (Rivis & Sheeran, 2003) . Through reviewing of the online shopping literature, it is suggested that the social influence is derived from both internal influence (family, friends and colleagues…) and external influence (Television Ad programs, social network, meadia…) (Çelik, 2011) .
From the review of related prior literatures and empirical studies explaining consumers' intention to adopt online shopping, a conceptual framework of this study is proposed from the belief theories integration on three aspects:
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Firstly, TAM, used to explain the usage behavior of a new technology, is determined by individual's attitude in using this technology. Many previous researches proposed the validity of TAM as a model for explaining attitude and intention to adopt technology related to different contexts. Nonetheless, the variables in TAM (Perceived ease of use and Perceived usefulness) are only suitable to explain the decisions regarding the choice of using technology rather than that of users' voluntary choice situations (Vijayasarathy, 2004) .
Secondly, it can be seen that the variables in TAM cannot fully grasp the important beliefs affecting consumers' attitude towards online shopping (Ha & Stoel, 2009) . TAM explains the influence of consumers' beliefs in using technology, however, the positive perception of the technology itself is not enough to encourage consumers to visit websites and to shop on the e-stores (Benamati et al., 2010) . Moreover, several recent studies suggested that in the online shopping process, the main factors limiting the adoption to online shopping are security and trust (Gefen, 2000; Cheung & Lee, 2003) . This implies that the lack of consumers' trust in online shopping leads to a big psychological barrier to consumers' intention to adopt e-commerce.
Lastly, TAM has been criticized for ignoring social influence on technology acceptance (Moon & Kim, 2001; Chen & Chang, 2003) . Simultaneously, in several studies on technology adoption, social factors, especially the subjective norms, have been concerned as a key determinant to behavioral intention to use a specific technology (Venkatesh et al., 2003) .
Research Model and Proposed Hypotheses
Taken from prior researches examining the role of consumers' trust towards their intention to adopt online shopping and combined with the result of a qualitative study conducted in the context of online shopping in Vietnam (Ho & Chen, 2013) , a proposed conceptual model was developed to guide examination of the adoption of online shopping and the impact of consumers' trust on internet purchase adoption intentions. Synthesizing the three aspects of consumers' trust in online shopping, a research model with a variety of factors specific to the context of Internet shopping is postulated (see in Figure 1 ).
Internet shopping is a new kind of commercial transaction where consumers' interaction with online stores and their experience are completely different from the mortar and brick shopping (Cheung & Lee, 2003) . In the online shopping environment, due to the distance, virtual awareness and lack of E-commerce's regulation, consumers are often more aware of the risk to shop on the Internet than that of conventional shopping environment (Corbitt et al., 2003) . Many evidences suggested that consumers often exchange hesitatingly with online vendors due to their uncertainty of the partner's behavior or their awareness of the risk of stolen personal information. Hence, trust has been considered as a consumers' essential condition to engage in E-commerce. Trust has played a central role in helping consumers overcome the perceived risk and security in online shopping. With the guidance of the theoretical framework, we addressed some proposed hypotheses relying on the antecedents of consumers' trust to adopt online shopping as shown in Figure 1 .
Technology Beliefs
Technology beliefs proposed in TAM are the Perceived usefulness and Perceived easy of use aiming at determining a person's attitude towards the technology usage, which in turn will determine consumers' intention to use that technology. Thus, the two factors of technology beliefs regarded as the core concepts in TAM are used to explain users' attitude and behavioral intention to that technology (Davis, 1989; Venkatesh & Davis, 2000) ; In recent studies in the context of online shopping (Venkatesh & Bala, 2008; Ha & Stoel, 2009; Çelik & Veysel, 2011) , it has been shown that the relations between PEOU, PU, attitudes and intentions are in significant existence.
Hypothesis 1. PEOU positively affects attitudes toward online shopping.
Hypothesis 2. PU positively affects attitudes toward online shopping.
Hypothesis 3. Attitude towards online shopping positively affects behavioral intention to shop online.
Besides, the discussion result of some prior studies (Gefen et al. 2003; Koufaris & Hampton-Sosa, 2004; Pavlou & Fygenson, 2006) has shown the existence of a relationship between trust and TAM beliefs. It has been found that there is a positive relation between user's trust and PU and PEOU (Corbitt et al., 2003; Kim, Ferrin et al., 2008) .
Trusting Beliefs
Clearly trusting belief is a complicated and multidimensional structure. Differing from their trust in conventional shopping, consumers have a lower level of trust in the virtual shopping environment. In essence, consumers simply do not trust most Web providers enough to engage in relationship exchanges with them. It is witnessed that trust plays an important role and hence increases in the level of trust directly and positively affect trusting attitudes which in turn impact on the intention for e-shopping (Chen & Dhillon, 2003) .
Hypothesis 6. Ability positively affects trusting attitudes towards online shopping.
Hypothesis 7.
Integritypositively affects trusting attitudes towards online shopping.
Hypothesis 8. Benevolence positively affects trusting attitudes towards online shopping.
Hypothesis 9. Trusting attitudes in online shopping positively affect attitudes towards online shopping.
Hypothesis 10. Trusting attitudes in online shopping positively affect behavioral intention to shop online.
Subjective Norm Beliefs
Many studies have replicated, extended, and used TAM with an aim to explain the role of subjective norm towards behavior intention to usage information technology. It was found that the subjective norm has had a Business and Management Vol. 9, No. 5; mixed and inconclusive role. Practically, subjective norm was found to have considerable impacts on the consumers' behavioral intention in some previous studies; however, others did not find significant effects (Schepers & Wetzels, 2007) . From the result of a qualitative research conducted in the context of online shopping in Vietnam, it is explored that subjective norm has affected consumers' trusting attitude towards online vendor and their behavioral intention to use online shopping as well (Ho & Chen, 2013) . Accordingly, two following hypotheses related are proposed in this study:
Hypothesis 11. Subjective norm positively affects trusting attitudes towards online shopping.
Hypothesis 12. Subjective norm positively affects behavioral intention to shop online.
Survey Development and Administration

Measurement Development
To develop the questionnaire, the multiple-item method was used and each item was measured based on a five-point Likert type scale (ranging from 1 = strongly disagree to 5 = strongly agree). More specifically, our study adapted the measures used to operationalize the constructs embedding in proposed theoretical model from relevant previous studies in the context of online shopping. Items from constructs of perceived ease of use; perceived usefulness; attitude towards online shopping and behavioral intention were revised from Ahn (Ahn et al. 2007 ). The measures of ability, integrity and benevolence were adapted from Gefen and McKnight (Gefen 2002; McKnight et al., 2002) while items for measuring trusting attitudes were adapted from Benamati and Fuller (Benamati et al., 2010) . Items for subjective norms were revised from Lin (Lin 2008) . From adapting these measures, we made minor wording changes to tailor these measures to Vietnamese online shoppers' perception and understanding (see appendix).
Data Collection
In order to test the above-proposed model, a national online survey was used to collect data for empirical testing by using both convenient sampling and snow -ball techniques. The unit of analysis in this study is the individual consumer who has experienced buying products and service via the Internet. This online data collection method was also in consistent with the research subjects of the study, online buyers. We distributed the link through the survey website www.manual.limesurvey.org. The online shoppers were invited by receiving the invitation letter via e-mail to follow this link to the survey, which took approximately 15-20 minutes to finish. Most of the participants were volunteers who are interested in such a research topic and have experienced online shopping before. Descriptive statistics of the respondent profile are shown in Table 1 .
Statistical Analysis
Data analysis was carried out in accordance with the use of the structural equation modeling (SEM) approach, supported by Amos 20.0 software with maximum likelihood estimation (Lei & Wu, 2007) . Following the two stage model building process for SEM, the measurement model first is developed and then evaluated separately from the full structural equation model (Gefen et al., 2003) . Accordingly, the measurement model was estimated using confirmatory factor analysis (CFA) to test its reliability and validity and the structural model was also analyzed to examine whether the model would fit results of the proposed theoretical models.
To assess model fit, we used the chi-square to degrees of freedom ratio (chisq-df-ratio), the comparative fit index (CFI), residual mean squared error of approximation (RMSEA), and root mean squared residual (RMR (Browne et al., 1993) .
More specification, as this study does not directly examine relationship between technology beliefs, trusting beliefs as well as subjective norm beliefs and intention to use online shopping, technology attitudes and trusting attitudes play a mediating role affecting intention to shop online in the model. The study also continuously analyze that the mediating role of technology attitudes and trusting attitudes are indeed crucial to better understand intentions because attitudes act as an intermediary between beliefs and behavioral intentions. 
Results and Discussion
Evaluating the Measurement Model
A confirmatory factor analysis (CFA) was conducted on the nine variables measured by multi-item scales.
Results exhibited a significant chi-square statistic (chi-square χ 2 _2942.897; df_ 819; p-value_ .000) indicating that the model did not show a perfect fit to the data. However, for incremental fit measure, both Comparative Fit Index (CFI_ .918) and Tucker-Lewis Index (TLI_.909) in this study are greater than the .90 recommended. As for other important fit indexes, Root Mean Square Error of Approximation (RMSEA_.066) exceeded the recommended cut-off level of .08 for a good fit and Root mean squared residual (RMR_.045) was lower than 0.05 for an excellent fit (Browne, Cudeck et al. 1993) . The combination of these results, thereby, provided evidence that the demonstrated measurement model fits the data well.
Next, to reflect the strength of the measurement model, convergent and discriminant validity of all constructs are considered to assess. At first, convergent validity of a construct is the degree to which multiple attempts to measure the same concept are in agreement. This study used three tests to assess convergent validity: constructs' reliability, composite reliability of constructs, and average variance extracted by constructs (Schreiber et al., 2006 ). Cronbach's alpha and factor loading in CFA result are two common criteria used in order to assess reliability of constructs. As shown intable 2, the cronbach's alpha coefficients highly ranged from 0.896 to 0.948 for all constructs, which were above the recommended threshold of 0.70 (Nunnally & Bernstein, 1991) . The factor loading for all items in this study significantly ranged from .577 to .971 exceeding the recommended level of .5 (Hair et al., 1998) . This result provided an evidence of adequate reliability of the measures. In addition, the composite reliability of all latent constructs highly located in .865-.934 exceeding the criterion of .7 (Hair et al., 1998) . Therefore, composite reliability of the measurement model was also good. For the average variances extracted by measures, it reflects the overall amount of variance in the indicators accounted for by the latent construct with a score of .5 indicates acceptability (Fornell and Larcker 1981) . The result in table 2 showed that the average variances extracted of all latent constructs were in the range between .63 and .776. It revealed that all constructs in this study have adequate convergent validity.
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Secondly, discriminant validity refers to the extent to which the measure of each construct is distinct from one another. It can be examined by comparing the squared correlations between constructs and variance extracted for a construct. Evidence about discriminant validity of the measures can be verified when the average variance extracted for each construct is higher than its correlations with all other constructs (Fornell & Larcker, 1981) . As shown in Table 3 , the correlations among constructs listed with the average variance extracted on the diagonal was an evidence indicating that all diagonal elements were larger than inter-construct correlations; hence discriminant validity was proved. Moreover, discriminant validity was confirmed through a confidence interval test. Confidence intervals of correlations between latent constructs were tested through the bootstrapping method using AMOS 20.0. The result showed that all intervals of the correlation are significantly less than 1.0 with the P-value .000. The analysis results witnessed that the measure has adequately discriminant validity. In sum, the demonstrated measurement model is of adequate reliability, convergent validity and discriminant validity.
Evaluating the Structural Model
Given an adequate measurement model, the hypotheses could be tested by examining the structural model. To assess the structural model fit, this study estimated path coefficients in the proposed research model. The path coefficients of hypothesized relationships were calculated through the maximum likelihood technique. The explanatory power of the structural model was assessed based on the amount of variance in the endogenous construct for which the model could account.
Referring to the corresponding recommended values all fit indices achieved a good model fit: χ 2 _3003.243 (p-value_.000); df = 827; RMSEA_ .066; RMS_.052; CFI_ .916; TLI_.908;). The explanatory power of the research model was shown in Figure 2 in which the model of behavioral intention to use online shopping, technology attitudes and trusting attitudes account for 64.2%; 20.6% and 39.1% of variance (R 2 ), respectively. The estimated path coefficients of the structural model shown in Table 4 indicated that eight out of twelve paths were significant among which seven exhibited a p-value of .001 and one remained with a significant level of .05. Four paths in this study "ability→ trusting attitudes, benevolence→ trusting attitudes, PEOU → technology attitudes, PEOU → trusting attitudes" were identified to be insignificant indicating that the hypotheses H 1 , H 4 , H 6 , and H 8 , were rejected (see in Table 4 and Figure 2 ).
In order to basically clarify the role of trust to Vietnamese consumers' intention to use online shopping, this study continuously established test for mediating effect of technology attitudes and trusting attitudes relying on the relationship between perceived usefulness, integrity as well as subjective norms and intention to shop online. This procedure firstly requires that the independent variable be significantly related to the dependent variable. Next, the test for mediating role of technology attitudes and trusting attitudes was conducted on the parsimony model (after dropping some insignificant relationships out). The testing result has provided all fit indices achieved a better model fit: χ 2 _ 1058.105 (p-value_.000); df = 333; RMSEA_.060; RMS_.047; CFI_.955; TLI_.949). The explanatory power of the research model of behavioral intention to use online shopping accounted for 69.6% of variance. Besides, it is indicated that both the relationship between perceived usefulness and intention to use as well as integrity and intention to shop online are significant with the β_ .308 (p-value_ 0.000) and β_ -.127 (p-value_0.002), respectively. The effect level of perceived usefulness, integrity and www.ccsenet.org/ijbm International Journal of Business and Management Vol. 9, No. 5; 2014 153 subjective norms to intention to use online shopping are shown inTable 5. Note. All paths are significant at level of .000.
Discussion
Overall, our model exhibited a reasonable fit with the data collected. 70.0% variance of consumers' intention to use online shopping is explained by technology beliefs, trusting beliefs and subjective norm beliefs with factor loading being .645, .269 and .131, respectively. This result implies that all technology beliefs, trusting beliefs and subjective norm beliefs are as significant prediction factors on intention to use online shopping in the model.
For the sub-model of technology attitudes, it is very clear that the relationships between PEOU and PU, attitudes towards technology and intention to use online shopping have been significantly tested in many varieties of studies (McKnight et al., 2002; Van der Heijden et al., 2003; Lin, 2008) . Using repeatedly hypotheses, the result of this study has reinforced a positive relationship among these constructs: perceived usefulness affects technology attitudes, which in turn affect the intention to use. However, most of previous studies in the context of information technology admitted a strong relationship between PEOU and technology attitudes, there was lack of support for a positive relationship between perceived ease of use and technology attitudes from the data collected. The result of this study also implies that technology beliefs (represented by perceived usefulness) are significant and indirect predictor of intentions to use online shopping through technology attitudes. This is supported bythe result found in the study of Gefen (Gefen, et al., 2003) .
As for the sub-model of trusting attitudes, the results summarized in Table 4 and figure 2 shows that the specified relationships among ability, benevolence of online vendor and trusting attitudes were not supported by the data collected, whilst integrity of online vendor has a significant influence on trusting attitudes. This result is not in line with the findings found in some previous studies of trust in online shopping (McKnight et al., 2002; Cheung and Lee 2006; Benamati, Fuller et al. 2010) . However, the relationship between integrity and trusting attitudes has been supported in some studies of electronic commerce (Morgan & Hunt, 1994; Jarvenpaa & Tiller, 2001) .
Moreover, there is a significant existence of positive relationships among perceived usefulness, technology attitudes, subjective norm beliefs and trusting attitudes supported in this integrated research model. This is in line with the result of Benamati's study (Benamati et al., 2010) . Notably, subjective norm beliefs are also pointed out as a main factor influencing positively trusting attitudes, which in turn, affect intention to shop online.
More important, the results in the table 5 suggested that technology beliefs (typically is perceived usefulness) be the strongest predictor for Vietnamese consumers' intention to shop online (total effect is .536). Following is subjective norm beliefs, which has explanatory power of intention to shop online with the total effect is .177. Even though trusting beliefs (typically is integrity of online vendors) has not a strong predictor in this model (total effect is .048), it is suggested that integrity is also considered as an important dimension of trust for explaining Vietnamese consumers' intention to use in the context of online shopping.
From the model results, it is confirmed that Vietnamese consumers' intention to adopt online shopping as a shopping medium is firstly explained by technology beliefs (perceived usefulness of their own using technology). It means that the higher consumers' perceived usefulness of online shopping is, the stronger their technology attitudes are and they become ready to adopt online shopping as a shopping medium. It is identified that, in fact, in the first phase of being in contact with online shopping, shoppers have a tendency to prefer to something new. They may be attracted by the immediate benefits of this shopping channel, so they may easily accept it as a shopping channel. Besides, this result also admitted the role of subjective norm beliefs towards Vietnamese consumers' trust in online shopping and its significant influence on their intention to use this shopping channel. In fact, it is very easy to identify that the effects of social norms of awareness and behavior of online consumers' behavior will be much more serious in the case of lacking empirical data about online shopping. In such cases, consumers tend to rely on the opinions of reliable people so as to assess information and select goods for making a transaction; choose online vendor as well as decide to buy via the Internet or not www.ccsenet.org/ijbm
International Journal of Business and Management Vol. 9, No. 5; (Venkatesh & Davis, 2000 . Nonetheless, the significant existence of the relationship between integrity and intention to use online shopping one more confirmed that trusting beliefs is an important dimension of Vietnamese consumers' trust. Because of shopping in the virtue environment characterized by facelessness and intangibility, a host of concerns such as uncertainty, anonymity, lack of control and potential opportunism has plagued resulting in consumers' reluctance to engage in online transactions (Grabner-Kräuter & Kaluscha, 2003) . Hence, integrity of online vendor could be considered as a necessary condition toform Vietnamese consumers' trust in online shopping.
Findings and Conclusions
Motivated by the need to better understand the drivers of consumer trust affecting their intention to use Internet shopping, this research synthesized the three key theoretical perspectives of trust (technology beliefs, trusting beliefs and subjective norm beliefs) and developed an integrative model for explaining the role of consumer trust to continuously shop online. Importantly, a main purpose of this study was to develop and empirically test a model of Vietnamese consumers' trust towards the intention to adopt online shopping. The findings of this study indicate that the research model explaining the role of trust towards Vietnamese consumers' intention to use online shopping is acceptable, in which, perceived usefulness is the strongest factor affecting Vietnamese consumers' intention to use online shopping. Out of technology beliefs, trusting beliefs (typically is integrity of online vendor) and especially subjective norm beliefs are also identified as important antecedents affecting Vietnamese consumers' intention to use online shopping. Hence, the findings of this study are noteworthy for both researchers and practitioners. Based on the result of a qualitative study aforetime conducted, this study has developed and empirically tested an integrative model for explaining the role of Vietnamese consumers' trust in their intention to use E-commerce as a shopping medium. The finding is an evidence for a more holistic explanation and confirmation of the role of Vietnamese consumers' trust towards their intention to use E-commerce. Specifically, the measurement model is confirmed with adequate convergent and discriminant validity of all measures. The structural model provides a highly significant percentage of variance explained (70.0%). What is more, our study has also pointed out a significant contribution and effect level of perceived usefulness, integrity of online vendor and subjective norms in explaining Vietnamese consumers' trust towards intention to shop online. This information should prove to be particularly useful to B2C e-commerce decision makers in Vietnam.
Limitations and Implications
Apart from the contributions, there are still limitations in this research. Objectively, the study was conducted when online shopping in Vietnam was in its rag and spontaneous development by individuals without a close legislative control causing risks for online consumers doing transactions in this market. Therefore, trust is a sensitive topic to be measured accurately. Furthermore, investigating on a large-scaled geographical distribution through online survey, the researchers could not have full control of informants' biases while they were answering the questionnaire. Therefore, the results found in this study cannot fully reflect Vietnamese consumers' opinions on online shopping. Subjectively as the survey was conducted employing snowball technique, informants shared similarities in their social figures and opinions; in fact, there was a mutual impact among those opinions as they were tightened in the previous existing relationships.
Implications for researchers:
Trust is an interesting but sensitive topic, especially when it is studied in Vietnamese market where there is a lack of trust in both brick and mortar environment and online shopping. Accordingly to get a more objective and accurate result, random sampling technique applied on a variety of informants would be necessary gaining a more sufficient insight into consumers' viewpoint on online shopping as well as the role of trust in the intention to use this shopping channel. In addition, researchers should also anticipate informants' biases to design and combine various suitable techniques to collect relevant data in order to control and minimize informants' biases. Moreover, trust is a complex psychological category and the formation of trust varies among different consumers. Further study should be conducted to explain how the difference in trust among different consumers (gender, age, experience...), website typesand even with different kinds of goods.
Besides, the proposed model in this study mainly focus on valuating the role of trust affecting Vietnamese consumer's intention to use online shopping. Presently, the model has not yet considered evaluating the roles of other variables in Vietnamese consumers' intention to adopt online shopping. For instance, the model does not consider the typology of goods and/or service purchased, online vendor's reputation and prestige, online consumers' characteristic and so on. In addition, in virtual markets, online transaction costs are low (thanks to search engines and electronic price comparisons); market transparency and competition are high. Therefore, a www.ccsenet.org/ijbm
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Notably, the research is limited only to the cluster of online shoppers to explain the role of trust beliefs towards consumers' intention to shop online that these individuals have alreadypartly showed a positive attitude towards intention to use e-commerce. Hence, an extended analysis to the cluster of both online shoppers and conventional shoppers with the combination of usingother qualitative methods in order to identify which are the main barriers to e-commerce usage should be done in the future research development.
Implications for practitioners:
This study has pointed out the role of perceived usefulness of online shopping, integrity of online vendors and subjective norms in explaining the acceptance of online shopping as a shopping channel. This result implies a message to managers in the field of E-commerce. First of all, the habit of 'see it, feel it' has rooted in Vietnamese consumers' consciousness; in order to change this habit the managers should have in mind that consumers can only be ready for online shopping when they believe that they can get more benefits from this shopping channel compared with the traditional one. Secondly, as transactions in online shopping are made without any direct contact between consumers and providers, Vietnamese consumers are ready for online shopping only when the online vendors are prestigious fulfilling their commitments and responsibilities in the transactions. Thirdly, in the age of information technology where information can be strongly distributed on E-newspapers and social networks, community plays a vital role having impact on the consumption habit and behaviour of consumers as it does in Vietnam. As a result, building prestige for the providers themselves is necessary to establish and reinforce consumers' trust in adopting online shopping. It can be seen that the providers' prestige is a strong PR tool in the context where society has been affirmed to have strong impact in the community of Vietnamese consumers. e.I often tend tochoose an online vendor of which transactions has been doneby a large number of shoppers.
f. I often buy what I need via the Internet that it is appreciated by experienced shoppers.
Trusting attitudes (Attitudes towards online vendor)
a. If I needed to buy something in a hurry, I would feel comfortable depending on website that I have frequently used.
b. I feel that I could count on website that I have frequently used to help me purchase something I need.
c. If I needed the best item on a specific product line, I would be willing to rely on the information provided by online vendor.
Technology Attitudes (Attitudes to use online shopping)
a. Using online shopping is a good idea.
b. Using online shopping is a wise idea.
c. Using online shopping is pleasant idea.
d. Using online shopping is a positive idea.
e. Using online shopping is an appealing idea.
Intention to use online shopping a. I will keep using online shopping in the future.
b. I will frequently use online shopping as a shopping medium in the future.
c. I will frequently use online shopping rather than traditional one for purchasing product in the future.
d. I will recommend others to use online shopping.
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